Introduction
One of the most effective strategies for reducing problems related to alcohol is to decrease its availability (Room et al. 2005) . In particular, raising the minimum age for buying alcohol has found strong support in the research.
The minimum age requirements will, however, only be effective if they are properly implemented and supervised (Babor et al. 2003) .
Swedish alcohol policy
In 1995 Sweden entered the European Union, whose central tenet of regulatory integration is in conflict with Sweden's restrictive alcohol policy (Holder et al. 1995; Norström & Ramstedt 2006) . A key element of this alcohol policy is to restrict the availability of alcohol, particularly to young people. In Sweden, alcoholic beverages can only be purchased at state-run stores: Systembolaget AB. The age limit is 20, with one exception; medium-strength beer (2.8-3.5% alcohol by volume) can be purchased from the age of 18 in grocery stores. The proportion of sales was significantly higher to girls than boys, both in total and when they were asked for ID first.
CONCLUSIONS
The study shows that under-aged teenagers succeed in purchasing beer in
Sweden despite the present legislation.
Some succeed because of the tricks they use, and some because of the check-out clerk's negligence. The procedure used
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stores do not require a permit to start selling beer, but they are required to register with the municipality. The municipalities have the right to assess a fee for monitoring compliance.
Failure on the part of grocery stores to obey the law can result in a warning or a sales ban (Government bill 2000/01:97).
Consumption of medium-strength beer by Swedish youth
The Swedish Council for Information on Alcohol and other Drugs (CAN) performs a yearly survey of alcohol and drug habits among Swedish schoolchildren (Hvitfeldt et al. 2004 ).
In 2003 the survey included both sixth and ninth grade students. 25% of the boys and 15% of the girls in grade six (12-13 years old) reported that they "at least once a year" drink at least one glass of beer. In grade nine (15-16 years old) 47%
of the boys and 41% of the girls made the same statement.
The proportion of beer consumers in the ninth grade has decreased from around 70% at the beginning of the 1990s.
A similar but smaller reduction was seen in grade six. In grade six, medium-strength beer is one of the most common alcoholic beverages, being the second most common among boys, and third among girls. In grade nine, medium-strength beer is the least common alcoholic beverage among girls, and among boys the next least common after wine.
Purchase attempts
During the last decade purchase attempts have been a tool in alcohol as well as tobacco research (e.g. Sundh & Hagquist 2004; Sundh & Hagquist 2006; Forster et al. 1994; Forster et al. 1995; Huckle et al. 2005; Schofield et al. 1994; Vaucher et al. 1995; Willner & Rowe 2001; Willner et al. 2000; Rehnman et al. 2005; Holmila et al. 2005) . In most studies the purchase attempts have been carried out by persons of legal age (to buy alcohol or tobacco), but who look younger. Two previous studies that have used minors for purchase attempts are Vaucher et al. (1995) and Willner et al. (2000) . Vaucher et al. (1995) showed that alcoholic beverages were sold in 80% of the purchase attempts in bars and restaurants in Switzerland.
In Willner et al. (2000) , purchase attempts were made by 13
and 16-year-olds in Great Britain. The 16-year-olds were able to buy alcohol in over 80% of the attempts, and the 13-yearolds in one quarter of the attempts. The basic requirements are clear:
The buyer must be a member of UNF.
There must be a witness over 18 years of age present at each purchase attempt.
The buyer must agree with why UNF is performing the purchase attempts.
The buyer must be between 14 and 17 years old.
The buyers must behave in a realistic manner, for example, by saying that their ID is in the car when they are denied. The purchase attempts must be equivalent to reality (UNF, 2007) .
Beside these requirements, UNF (2007) instruct their buyers to choose one or two buyers per store, always buy a six-pack of 3.5 % beer, desirable is to buy the cheap- show their IDs but that still could buy beer.
The variation in verbal strategies will be given.
Results
Compliance with the minimum age law (Table 4 ).
There was a significant difference between the seven cities included in the present analysis. The number of purchase attempts ranged from 36 attempts up to 207 per city. In the two largest cities over 50% were able to buy beer. In the smallest city, a quarter could buy beer (table 5) . Saturdays and those were also the days with the highest proportion of succeeded purchase attempts (Table 6 ).
How do minors succeed in buying beer in Sweden? 

There was no significant difference between the younger and the older teens when it comes to being asked for ID and still being able to buy beer (Table 7) .
The sex of the check-out clerk had no impact on asking for ID. There was, however, a significant difference in selling beer despite having asked for ID. Female checkout clerks sold beer without checking to a greater extent (24% vs. 13%, p=0.014).
Older check-out clerks asked for ID to a greater extent than younger ones (68% vs. There was a difference between the proportions who were asked for ID between the different stores. In 76% of the purchase attempts made at petrol stations, the minor was asked for ID. This was the highest proportion of all the types of stores. In grocery stores, 67% were asked for ID, and in other stores 60% (Table 9) .
Youth Strategies for Purchasing
Why is it that under-aged persons some- The buyer answers that she forgot it, but that she usually buys beer in this store. The check-out assistant said OK and sold the beer."
The ones connected to cars and drivers licenses are among the most common, be- Table 9 . Purchase outcome when ID is requested, by store
How do minors succeed in buying beer in Sweden? (Holmila et al. 2005) show similar or even worse results. In this study girls could buy beer to a greater extent than boys. That is also the case in Forster et al. (1995) and Willner et al. (2000) , but not in the case of purchasing tobacco in Sundh & Hagquist (2006) where the tendency was the opposite.
There is also the question of who is selling the beer. Sundh & Hagquist (2006) find no correlation with check-out clerks' sex and age. Forster et al. (1994) finds a difference connected with age. In the present study, we find a tendency towards a difference based on gender and age. Female checkout clerks sell to minors to a greater extent than males, and check-out clerks below the age of 25 sell to a greater extent. The fact that female check-out clerks sell more frequently than males could be because they were a bit younger than the males. It could also be explained by the fact that females, according to Willner & Rowe (2001) make higher age estimates than males do.
The result may be skewed by the fact that the proportion of missing cases was quite high. It is especially interesting to compare the check-out clerk's gender with that of the buyer, because both male and female check-out clerks sell beer to girls to a greater extent than boys. An interesting fact is that the type of store doesn't seem to matter, something at least the stores in the national chains believed.
Only a third of the participants in this study were not asked for ID when they tried to buy beer. This is quite low compared to Forster et al. (1995) , who say that a majority of young people in their study could purchase alcohol without showing ID, and also to Swedish conditions where Sundh & Hagquist (2006) 
